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Message from the 
Chairman: 


Governors’ Circle newsletter to 
share my thoughts about the 
accomplishments of Concordia’s fac- 

ulty and students. This message, 
however, deals with some of the 
recent administrative initiatives that 
bode well for Concordia’s future 
development. 


I usually use my message in the 


In February, a particularly pro- 
ductive joint meeting was held of the 
Senate and the Board of Governors 
to discuss strategic planning at 
Concordia. It was a frank and 
refreshing forum involving 60 of 
Concordia’s brightest and most com- 
mitted faculty, staff and Board mem- 
bers. This kind of exchange augurs 
well for the future of Concordia, and 
its ability to discuss issues of impor- 
tance and adopt appropriate plans of 
action. 


Two months ago, the final Rules 
and Procedures for Advisory Search 
Committees were adopted, ending a 
three-year process involving both the 
Board and the University’s Senate. 
Having been personally involved in 
the process at the initial stages (as 
Chairman of the Ad Hoc Committee on 
the Composition, Rules and Procedures 
for Evaluation Committees and Advisory 
Search Committees) and having fol- 
lowed the dossier closely, I am par- 
ticularly pleased to see the 
University adopt this new formula 
for selecting its senior administra- 
tors. 


The Board recently approved the 
second phase of Concordia’s very 
successful “Image for the 90s” 
advertising campaign. The new cam- 
paign features faculty members and 
graduate students in advertisements 
that target potential graduate stu- 
dents and donors. A study by 
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Tremblay and Gill Marketing 
Communications found that 
Concordia’s original three-year 
advertising campaign was the most 
successful of any carried out by 
Québec universities. 


Some of the credit for the success 
of the first stage of the campaign 
goes to Board members, whose 
personal involvement helped secure 
$2.5 million worth of advertising 
space and air time for an outlay of 
only $658,000 over three years. 


Finally, I would like to say a 
word of thanks to Rector Patrick 
Kenniff, who recently announced 
that he will step down as Rector and 
Vice-Chancellor in May 1995. Rector 
Kenniff has guided Concordia 
through ten crucial years of develop- 
ment, and I trust that I speak for the 
entire Concordia community in 
thanking him for his many contribu- 
tions to this institution. 
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Chairman of the Board 
of Governors 
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Targets prospective graduate 
students and donors 


New image 
campaign will 
highlight 
professors, grad 


students 
by Michael Orsini 


uoyed by the success of its 
B first advertising blitz, 

Concordia is planning a sec- 
ond “image” campaign. 


Unlike the first, which featured 
successful alumni such as Fifth Estate 
host Hana Gartner and was geared 
mainly to CEGEP students shopping 
for a university, this campaign 
would target prospective graduate 
students and donors. 


The new ads would feature facul- 
ty members and graduate students. 
One proposal would team Computer 
Science Professor Ching Suen, the 
founder and director of Concordia’s 


ood ; 


Respondents’ ability to describe 
Concordia ads — and the ads’ 
underlying message about 
Concordia — exceeded industry 
norms in every case but one. The 
sole exception was among respon- 
dents in the CEO (Chief Executive 
Officer) category, although even here 
the results were within the accept- 
able range. 

Of the four Québec universities 
with advertising campaigns of their 
own, Concordia’s advertising cam- 
paign was judged the most success- 
ful by the firm. The study’s findings 
show that current opinions of 
Concordia are very positive when 


One of the bus cards from Concordia’s new image campaign. 


Centre for Pattern Recognition and 
Machine Intelligence, and Didier 
Guillevic, a PhD student in 
Computer Science. Suen and his 
team have been awarded approxi- 
mately $2.5 million in research 
grants and contracts. 


Although the University is com- 
mitted to keeping undergraduate 
enrolment up, the proposed cam- 
paign is an attempt to attract more 
graduate students to Concordia, as 
universities receive a higher percent- 
age of funding for graduate students 
as opposed to undergrads. 


A study by Tremblay and Gill 
Marketing Communications found 
that the University’s three-year 
“Image for the 90s” advertising 
campaign worked well. 


While the normal recall rate for 
an advertising campaign averages 
between 20 and 30 per cent, in most 
cases, the recall rate for Concordia’s 
image campaign was between 55 per 
cent and 82 per cent. 


people are asked about such things 
as “flexibility of course offerings” or 
the “personalised approach to educa- 
tion” offered at the University. 


Much of the credit for this success 
lies in the fact that Concordia 
obtained $2.5 million worth of adver- 
tising space and air time for an out- 
lay of only $658,000. The windfall 
was the result of bonuses that the 
University’s advertising agency was 
able to negotiate during the cam- 
paign’s three-year run. 


Numerous University units and 
bodies have been consulted about 
the campaign and final approval was 
recently given by the Board of 
Governors. 


The new ads will be displayed on 
subways in Toronto, buses in 
Montréal, Ottawa and Toronto, and 
in student and mainstream newspa- 
pers across the country. 


Finance student 


learn tricks of trade 
by Barbara Black 


Business schools should 
revamp curriculum 


Students aren't 
prepared for 
economy of the ‘90s: 
Kenniff 


by Ken Whittingham 


dozen undergraduate Finance 
A students were presented with 

certificates to acknowledge 
their participation in a new Futures 
and Options Apprenticeship 


Programme. 
A joint initiative of the stock 
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exchange and Concordia Finance 
Professors Abol Jalilvand (Chair), 
Mohsen Anvari and John Siam, the 
programme gave hand-picked students 
in their final year a rare chance to 
“trade” on the floor of the Montréal 


we 


A 


On the floor of the Montréal Exchange, are, left to right, Fabian Ruzic, (back row) Earl 


Davis, Gregory Edwards, Zoltan Ambrus and Senior Vice-President, Derivative 
Products John Ballard. Beginning next to Ruzic are Moshe Ifergan, Eric Lepore, Robert 
Catellier, Karin Elbaz, Isabelle Charles and course co-ordinator John Siam. In the front 
row are Exchange Vice-President, Marketing and Development, Derivative Products 
Jean Laflamme and Concordia Finance Chair Abolhassan Jalilvand. Other students 
absent from the photograph: Derek Burles, Matt Pugsley, Zach Schowalter and Angelo 


Aversano. 


usiness people should be 
B working more closely with 
universities to create opportuni- 
ties for students to learn how to suc- 
ceed in an economy increasingly 
based on small- and medium-sized 
ventures. 


That was one of the key messages 
delivered by Rector Patrick Kenniff in 
a bilingual speech titled “Universities 
and Business: Are We Preparing 
Students For The Real World?” deliv- 
ered recently to an audience at the 
Board of Trade of Metropolitan 
Montréal (Chambre de commerce de 
Montréal Métropolitain). 


Kenniff told the business group 
that university curriculum still tends 
to prepare graduates to manage large, 
traditionally structured organisations, 
but the economy of the ‘90s is being 
fired by entrepreneurship in small- 
and medium-sized businesses. 


To close this education gap and 
give business students the skills they 
really need, Kenniff suggested a series 
of measures financed by business and 
academe that range from increased 
internships and co-operative pro- 
grammes to joint ventures and the 
establishment of chairs for teaching 
and research in entrepreneurial studies. 


Kenniff also urged universities to 
invite more business people onto their 
curriculum review committees. At 
Concordia, this is being done in sever- 
al disciplines in the Faculty of 
Commerce and Administration and in 
the Department of Computer Science 
and the School of Community and 
Public Affairs. 


Universities should also seek out 
people for their business programmes 
with relevant entrepreneurial and 
small-business experience, he added. 
Universities also need to be quicker, 
more responsive and more flexible in 
creating programmes that cater to the 
needs of people who wish — or are 
forced — to change careers. Kenniff 
said that continuing education facul- 
ties and centres would be ideal units 
to deal with this challenge. 


The Rector pointed out that 
Concordia’s Centre for Continuing 
Education held a very successful first 
Summer Institute in Management and 
Community Development last year, 
and the Faculty of Commerce and 
Administration is working on a sum- 
mer institute in entrepreneurship and 
small business development for the 
black communities of Montréal. 


Russell Breen 

presented with 

Alumni Award 
of Merit 


by Kathleen Hugessen 


he Award of Merit, presented 
to a graduate who has made a 

lifetime commitment to the 
Association, University and commu- 
nity, is the Association’s most presti- 
gious award, and it was presented 
this year to Monsignor Russell Breen, 
whose contributions to Loyola 
College and later to Concordia have 
been remarkable and lasting. 


Breen’s association with the 
University started in the 1930s, when 
he was a student at Loyola High 
School. He was what was called “an 
eight-year man,” meaning that he 
attended both Loyola High School 
and Loyola College. 


Upon graduating with his BA 
from Loyola in 1946, he began theo- 
logical studies at the Grand 
Seminary. 


In 1950, he was ordained to the 
Roman Catholic priesthood. He 
eventually became National 
Chaplain of the Canadian Federation 
of Newman House. 


Over the next decade, he contin- 
ued his studies, first at Fordham 
University in New York, then at 
l'Université de Strasbourg, where he 
earned his PhD. In 1968, he came 
back home to Loyola as an Associate 
Professor of Theological Studies. 
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He was Dean of Arts from 1970 
until the merger. At that time, the 
Loyola Faculty of Arts and Science 
was created, and he became its dean. 


When discussions arose about 
creating one Faculty of Arts and 
Science for the University, Dr. Breen 
led the debate in favour of a com- 
bined faculty. He believed this 
would reduce rather than create bar- 
riers to interdisciplinarity, of which 
he was an ardent advocate. This 
commitment, which took many years 
and some concessions, is now 
enshrined in the University’s mission 
statement. 


In 1977, Father Breen was made 
Vice-Rector Academic, a position he 
held until 1985. During this period, 
in 1981, Pope John Paul II appointed 
him a Prelate of Honour with the 
title of Monsignor. 


Monsignor Breen left Concordia 
in 1985 to return to his first home, 
St. Patrick’s Parish, this time as 
pastor. Friends and associates of 
Monsignor Breen have been sad- 
dened in recent months to learn of 
the serious illness which prevented 
him from attending the Awards 
ceremony. 


Alumni Award winners pose at the St. James’s Club, where the awards banquet was 
held on January 27. Left to right: Dorcas Kandawasvika, Alice Kubicek, Leonard Ellen, 
Laurie Brodrick (seated), Ashley McGain (standing) and Wynne Francis (seated). At 
the right are Msgr. Russell Breen’s sister, Laurine McIntyre, and brother, Tom Breen. 
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